In the current situation, the entire area of branding is attractive a separate area. It is pertinent to study brands and branding because, first, it is part of our lives, whether we like it or not. It is also significant to understand how part of the business world functions. For a long time branding has also been seen as part of the marketing discipline. Conventionally, branding is part of the marketing mix, or the 4Ps: product, price, promotion and place. The product has two levels: core and augmented. Branding is not the core product but the augmented level of the product. A Brand cautious is measured a several constraints of during the products buying a consumer and can be considered all the way through brand remember or brand acknowledgment. The study determined remind the brand product of post purchase on effects of publicity and media which is motivated to remain the product. The study variables recollect and recognize the brand product. It was observed that the area and region were advertisement play significance role in the brand market. This study will focus on create indirect effect on recall the brand name and shows the consumer buying behaviour of different attributes of brand effect.
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and consumption behaviour. The marketer helps satisfy these needs and wants through product and service offerings. For a firm to survive, compete and grow, it is essential that the marketer identifies these needs and wants, and provides product offerings more effectively and efficiently than other competitors. A comprehensive yet meticulous knowledge of consumers and their consumption behaviour is essential for a firm to succeed. Herein, lies the essence of Consumer Behaviour, an interdisciplinary subject that emerged as a separate field of study in the 1960. To fully understand how consumer behaviour affects marketing, it's vital to understand the three factors that affect consumer behaviour: psychological, personal, and social.
Psychological Factors
In daily life, consumers are being affected by many issues that are unique to their thought process. Psychological factors can include perception of a need or situation, the person's ability to learn or understand information, and an individual's attitude. Each person will respond to a marketing message based on their perceptions and attitudes. Therefore, marketers must take these psychological factors into account when creating campaigns, ensuring that their campaign will appeal to their target audience.
Personal Factors
Personal factors are characteristics that are specific to a person and may not relate to other people within the same group. These characteristics may include how a person makes decisions, their unique habits and interests, and opinions. When considering personal factors, decisions are also influenced by age, gender, background, culture, and other personal issues.
For example, an older person will likely exhibit different consumer behaviors than a younger person, meaning they will choose products differently and spend their money on items that may not interest a younger generation. ISSN:0097-8043 Vol-118-Issue-11-November-2019 P a g e | 315
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Social Factors
The third factor that has a significant impact on consumer behavior is social characteristics. Social influencers are quite diverse and can include a person's family, social interaction, work or school communities, or any group of people a person affiliates with. It can also include a person's social class, which involves income, living conditions, and education level. The social factors are very diverse and can be difficult to analyze when developing marketing plans. However, it is critical to consider the social factors in consumer behavior, as they greatly influence how people respond to marketing messages and make purchasing decisions. For example, how using a famous spokesperson can influence buyers.
Figure: 1 -BRAND LOYALTY
The brand equity of an exact product would be an upshot derived from the customer's response that enables a product to live long in the midst of hectic competition. There are many studies related to brand equity but there is a lack of research works on customer-based brand equity of the entire consumer products which are used by all groups of people. As a result of globalization and liberalization, multinational companies are paying more attention to market their commodities in the developing countries like India. ISSN:0097-8043 Vol-118-Issue-11-November-2019 P a g e | 316
STATEMENT OF THE PROBLEM
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The Fast Moving Consumer Goods is growing industry in the world and India is not an exception. India competes with well-equipped countries in terms of the number of products marketed. Simultaneously, the companies draw the prospective brand aware customers by coring quality and image and try to satisfy these customers by adopting various strategies in the market. Previous studies denote that managers cannot recognize the levels of consumer awareness, their brand association and degree of customer loyalty.
In this paper, the researcher tries to analyses the various dimensions of branding and examines them by predicting the factors affecting the Brand Purchasing Behaviour of the customers of the consumer product industry and how their Brand Attachment, Brand Satisfaction, Brand Trust and Brand Loyalty will affect their Brand Equity and also how the Customer-based Brand Equity facilitates Brand Extension under the title "Essential Attributes on Brand Name and Impacts of Consumer Buying Behaviour".
REVIEW OF LITERATURE
Studies in relative to brand addition are also referred to. Through this literature review of former studies, the propositions, views and extent which are apparent in the most central research on customer-based branding are traced and are arranged in a systematic order.
Kotler (1991) has mention that promotion refers to packaging products, services, organizations or individuals in a multiplicity of ways that clearly deliver a certain benefit, motivation, identification or reason to explain what consumers are thinking about and why they buy products.
Belch & Belch (1998) find that advertising is also a type of communication. It is actually a very structured form of applied communication, employing both verbal and non-verbal elements that are composed to fill the specific space and time determined by the sponsor.
Effective communication through advertisement leads the consumers toward the purchasing of brand.
Adelaar (2003)
advocates that the promotional strategy of advertising provides a major tool in creating product awareness and conditions the mind of a potential consumer to take final purchase decision. The advertiser"s primary mission is to reach potential customers and influence their awareness, attitudes and buying behaviour. Vol-118-Issue-11-November-2019 P a g e | 317
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Ravi Vikram (2007) is of the opinion that television brand advertisement for fast moving consumer goods creates the highest impact on consumers" buying habits compared to other consumer durables and electronic products.
Rajagopal (2011) reveals that the shopping behaviour of urban consumers at retail stores in response to radio advertisements is highly influenced by the physical, cognitive and economic variables. Radio advertisements propagating promotional messages on sales of products invite quick response to the supermarkets and department stores. Listeners of radio commercials are attracted towards advertisements, which are more entertaining while disseminating the message.
SIGNIFICANCE OF THE STUDY
The organization of the brand has attained more significance due to the change in the world market and growing competition. Building of strong brand equity is of the highest precedence of many consumer product brands, but attaining this objective is not always a simple job due to the fact that the products and services of many consumer products are similar and their means of distributions are alike. Price in the form of discount and brand equity is the only possible means by which customers can differentiate one brand from the other. Indeed, price promotion has been one of the most important marketing strategies relied upon by most of the firms and this has led to constant price war that has reduced revenue and weakened customers" loyalty.
Hence, it has been designed to carry out a research to point out the persuade of branding of consumer products on consumers" readiness to accept brand extension by understanding the effect of brand advertisement, brand sales promotion, brand knowledge, brand awareness, brand pricing, perceived quality and brand image on the purchase behaviour of different categories of customers in the purchase of branded consumer products by analysing the influence of various dimensions of brand equity (brand association, brand satisfaction, brand attachment, brand trust and brand loyalty) on the consumer perceptions on a brand.
SCOPE OF THE STUDY
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Brand equity can be deliberate from numerous perspectives. The predominantly accepted methods for studying brand equity are financial approach, brand extension approach and customer-based approach. Every perspective could suggest different parameters and methods to appraise brand equity. The thought of customer-based brand equity has been applied in quite a few product categories in previous researches and produced various kinds of output, but there are very few research works in the area of consumer products. The study is based on the assumption that all the dimensions of customer-based brand equity will have influence on consumers" perceptions of brands. The result of this study could serve as a decision making tool to help managers of consumer durable products to maximize the value of their brands in modern marketing.
OBJECTIVES OF THE STUDY
The aim of this thesis is to put into perspective the functional values of branding as well as assess its role in the consumer purchase decision making and the customer-based brand equity. In order to meet these outcomes, the following objectives have been set:
 To know the desired brands of different categories of consumer products  To examine the factors motivating the customers to choose branded consumer products  To understand the effect of brand satisfaction, brand attachment, brand trust and brand loyalty on the customer-based brand equity.
RESEARCH METHODOLOGY
The present study is descriptive and analytical in nature. This paper attempts to explain the branding of consumer products, to analyses the impact of these practices on the brand purchasing behaviour of the customers and also to examine how their brand association, brand satisfaction, brand attachment, brand trust and brand loyalty affect the customer-based brand equity. In pursuance of the objectives and hypothesis mentioned above, the following methodology was adopted for conducting the study.
Consumer goods industry includes customers who purchase diverse categories of branded consumer goods for consumption. Therefore, "population" of the customers of consumer goods industry mean the total customers of all these goods in the State of TamilNadu. ISSN:0097-8043 Vol-118-Issue-11-November-2019 P a g e | 319
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LIMITATIONS OF THE STUDY
 Very limited sample respondents of this study is major limitation of this research  Age, Income and location were selected in particular families.
 The awareness level on the variables and the brands at the time of the study cannot be considered as absolute and final at all times.
 The influence of children and other intimate people on the shopping  behaviour of the respondents was not considered as it is a vast topic  which requires a separate in-depth study goods are motivated by the "quality & performance of product". Further, the variation in the rank preferences of customers is tested by using Freidman test and it is found that the value of the Freidman Chi-square is statistically significant at 5 per cent level of significance (Value of Friedman Chi-square is 413.283 , p=.000< 0.05). So it may be concluded that the factors of choosing a brand by a customer are different for convenience goods according to the category of customers selected.  The study exhibit that marketers who want to know whether a brand in a supermarket display is renowned or not should use eye-tracking data, as this cannot be inferred from recall data. On the other hand, grades show that recall is strongly related with the number of watch fixations on the brand, a compute of the amount of visual information processing. Brand recall could therefore be used as an indirect measure of brand consideration. Of course, more research is necessary to examine the validity of using recall for this purpose outside the context of this study.
 The above discussion reveals that some well-documented findings from research on memory and attention in memory-based tasks and in advertising or choice contexts are replicated in the context of the point of purchase. In particular, this research provides the first empirical evidence that making one eye fixation to a brand displayed on a supermarket shelf is enough to create direct and indirect priming effects. This research also shows the robustness of cluster-based retrieval along umbrella brands subcategories.
RECOMMENDATIONS
 Celebrities could be used to appeal to distinctive segments, which may be differentiated by lifestyles.
